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TOYOTA, HONDA SHOW MASS-MARKET STRENGTH
  Subaru ranked highest among mass-market brands — 
and overall — in loyalty, while Lexus topped luxury brands 
in the first J.D. Power U.S. Automotive Brand Loyalty 
Study, Automotive News reports.
  Owners of foreign-brand vehicles were more likely than 
owners of domestic marques to buy or lease a vehicle of 
the same brand as they traded in, the study 
found.
  Subaru retained 61.5 percent of its owners, 
followed by Toyota at 59.5 percent and 
Honda at 57.7 percent. Rounding out the top five mass-
market brands were Ram at 56.2 percent and Ford at 54 
percent.
  “Subaru meets its owners where they are and provides 
reliable and affordable transportation,” said Tyson Jominy, 
VP of data and analytics at J.D. Power. “In many ways, 
Subaru transcends economics. Celebrities, academics, 
outdoorsy types, your cousin back East all drive Subaru. 
But in reality only one Subaru model even starts above 
$30,000 MSRP — the recently launched Ascent. The rest 
are all $27,000 or below.”
  He added: “At a time when most SUVs are designed to 
look like they cross a river to get to the mall, Subaru exudes 
authenticity with owners who need all-wheel drive to reach 
destinations far from pavement.”
  Aside from Ram, Ford and No. 7 Chevrolet, several 
domestic mass-market brands were toward the middle or 
bottom of the rankings, including Buick at 28.3 percent, 
Dodge at 16.8 percent and Chrysler at 14.4 percent.
  The study measures whether an owner bought or leased a 
new vehicle of the same brand as the customer’s trade-in. 
Loyalty is based on the percentage of owners who choose 
the same brand. The study’s calculations are based on 
transactions from June 2018 through May 2019 and include 
all model years traded in.
  J.D. Power’s study is similar to IHS Markit’s annual 
Automotive Loyalty Awards program, which has been 
recognizing brand loyalty by automaker and nameplates 
for 23 years, including General Motors’ four-year winning 
streak recognition in January.
  In J.D. Power’s study, Lexus ranked highest among luxury 
brands at 47.6 percent loyalty, followed by Mercedes-Benz 
at 44.2 percent, BMW at 43.6 percent and Porsche at 
43.5 percent. Lexus was led by its ability to retain SUV and 
crossover customers, said Jominy, and it’s the only brand 
to feature three models in the top 10 in loyalty — the RX, 
NX and ES.
  “Remarkably RX loyalty, with addition of the third-row 
variant, is nearly twice as high as the next closest competitor,” 
Jominy said. “Consumers appreciate the blend of luxury 
and value that brand offers. While Lexus doesn’t offer as 
many niche products as its competitors or anywhere near 
the optional powertrains and body styles found in the luxury 
space, consistency is a common theme for the brand.”

SUBARU, LEXUS TOP J.D. POWER BRAND LOYALTY STUDY
ADVERTISER NEWS
  Initial Prime Day results indicate that Amazon isn’t the 
only retailer benefitting from its annual summer mega sale, 
Chain Store Age reports. Amazon’s first day of Prime 
Day (Monday) saw approximately 7.6 million purchases 
compared to 5.3 million on the Monday of the Prime Day 
event last year, according to Jumpshot. The Monday 

metric actually exceeded the 2018 Tuesday 
(the “real” Prime Day) mark of 7.5 million. 
Among 25 leading retailers, Gap, Nike, 
BestBuy and Macy’s saw the biggest 

jump in e-commerce transactions from what they see on 
a typical summer Monday, Jumpshot reported. Jumpshot 
says Gap.com and Nike.com both saw nearly 150 percent 
increases in sales from their Monday average, an even 
higher rate of increase than Amazon itself, which saw 
a boost of 70 percent above their average. On average 
among sites not named Amazon.com, transactions were 
22 percent higher... Giant Eagle has entered into a “first-of-
its-kind partnership” designed to create a no-wait checkout 
experience across the grocer’s stores. The supermarket 
retailer is partnering with Silicon Valley start-up Grabango, 
whose enterprise-class platform is designed to operate 
across Giant Eagle’s multi-format footprint with checkout-
free technologies. Grabango’s platform has been installed 
at a pilot Giant Eagle location and multiple executions 
of the technology are being optimized, including an app-
based solution and another that allows the customer to pay 
with any tender they choose... Strong demand for designer 
Riccardo Tisci’s new fashion ranges helped revenue at 
British label Burberry grow faster than expected in the 
first quarter as a high-stakes overhaul showed early signs 
of promise, Reuters reports. The luxury brand, which 
reported same-store sales growth of 4 percent, said sales 
to Chinese consumers in particular had picked up, boosted 
in part by younger shoppers’ response to its revamped, 
logo-strewn products... Kohl’s has launched hiring efforts 
for the last part of the year to ensure it has enough holiday 
staffers in a tight labor market, the retailer said. CNBC 
reports the early hiring process will fill positions at about 
500 stores, and hiring for the rest of the retailer’s stores and 
distribution centers will begin next month... Ahold Delhaize 
USA subsidiary Infinity Fresh Kitchen will cut the ribbon 
on a processing facility and culinary innovation center in 
Rhode Island this September. Progressive Grocer reports 
the facility will handle fresh products for local Hannaford 
and Stop & Shop stores, and the culinary innovation center 
will test new fresh private-brand offerings... McDonald’s 
has signed a deal to have DoorDash make deliveries from 
200-plus restaurants in the Houston area beginning July 
29, The Verge reports. The fast-food giant is also going 
with DoorDash’s subscription service, which offers free 
deliveries from participating restaurants on orders of $12 
or more. The deal between the two companies brings to an 
end an exclusive deal that McDonald’s had with Uber Eats.
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AVAILS
    If you want to work in media sales for the No. 1 duopoly in 
St. Louis, we have a great opportunity for you! KTVI (FOX) 
and KPLR (CW) have immediate openings 
for new business development/multi-media 
Account Executives. Experience required, 
with a proven track record in reaching 
goals and developing new business. Ideal 
candidate will be a self-starter who is detail-
oriented, a problem solver and a team 
player. College degree and at least 2 years 

of outside sales experience is required. 
CLICK HERE to apply. EOE.
  National broadcasting company seeks 
a community-minded, enthusiastic 
individual to fill a General Manager 
position for the Johnstown, Pa., 
Designated Market Area, consisting 
of the State College, Altoona and 
Johnstown markets. The GM is 
responsible for managing the operations 
and sales initiatives of a multimedia 
portfolio, including ABC and Fox 

affiliates. Bachelor’s degree in Business Administration, 
Finance or Economics. Minimum of four years of media 
sales management experience – preferably in broadcast 
TV sales – as a General, Local and/or National Sales 
Manager. Send resume and cover letter including desired 
compensation to: jobs@cunninghambroadcasting.com. 
EOE.
  WDSU-TV, New Orleans, is looking for a Digital Sales 
Manager to provide energized leadership for our digital 
sales initiatives. If you are looking for a great city with out-
of-this-world food, music, culture and history, this could 
be the job for you! The ideal candidate should possess a 
passion for new media and enjoy staying up to date with 
its evolution, understand digital marketing strategy, and 
can thrive in a customer-focused team environment. CLICK 
HERE to apply. EOE.

See your ad here tomorrow! CLICK HERE for details.

ONLINE SALES TO HIT $645B AS GROWTH SLOWS
  Online sales growth has slowed for four consecutive 
quarters for the first time since 2012, according to FTI 
Consulting’s 2019 U.S. Online Retail Forecast, and may 
have reached an inflection point that could result in slowing 
growth moving forward.
  The Retail & Consumer Products practice at FTI 
expects U.S. online retail sales of $575 billion in 2019, a 
12.3 percent increase over 2018. That compares to a 14.2 
percent increase in 2018, when the market grew from $450 
billion and topped $500 billion for the first time, and a 15.6 
percent increase in 2017.
  Online sales growth has slowed to 13.3 percent in the 
most recent four quarters from 16.1 percent a year earlier, 
and it has weakened further to the low-12 percent range in 
the two most recent quarters. However, the online channel 
still captured nearly 43 percent of total retail sales growth in 
2018, the Retail & Consumer Products practice estimates, 
with continued market share growth of approximately 1 
percentage point expected annually through 2022.

PARKS: PIRACY COSTS $9B ACROSS MEDIUMS
  New research by streaming tracker Parks Associates 
predicts the amount of revenue lost to piracy and password 
sharing will increase 38 percent to $12.5 billion over the next 
five years, Deadline reports.
  While it’s seldom noted publicly by streaming purveyors, 
about 27 percent of U.S. broadband households engage in 
some form of piracy or account sharing, Parks determined. 
The current revenue hit is $9.1 billion, according to the 
researcher’s new report, 360 Deep Dive: Account Sharing 
and Digital Piracy. As connected devices have become 
ubiquitous, piracy is focused on these 
newer conduits, with 20 percent of U.S. 
broadband households acknowledging 
using a piracy app, website or “jailbroken” 
device.
  With more than 235 OTT services 
now targeting U.S. consumers and 
penetration of subscription and free, ad-
supported services up 13 percent and 23 
percent over 2018 levels, respectively, 
the market is healthy, Parks Associates 
notes. Substantial new offerings are also 
on the way from Disney, NBCUniversal, WarnerMedia and 
Apple.

ATVA: 2019 RETRANS BLACKOUTS TIE RECORD
  Meredith’s blackout of its 17 stations in 14 markets to Dish 
Network customers helped push the total retrans blackout 
tally to 213 so far this year, tying the previous record set in 
2017 with nearly five months remaining in the year, according 
to the American Television Alliance.
  Meredith stations went dark to Dish customers on Tuesday, 
the latest in what has been a string of retrans blackouts in 
the past three weeks. Since May 30, DirecTV has weathered 
the most blackouts — about 142 stations in 111 markets 
in two retrans skirmishes with a group of 17 stations in 14 
markets, many managed by Sinclair Broadcast Group and 
Nexstar Media Group (125 stations in 97 markets). Another 
19 stations owned and operated by CBS could go dark to 
DirecTV customers tomorrow if a deal isn’t reached.
  The tally for 2019 is well ahead of the previous year, when 
there were 165 blackouts, according to ATVA.

NETWORK NEWS
  Entertainment veteran Mario Lopez (Extra) is the new host 
of NBCUniversal’s Access Hollywood. Beginning Sept. 
9, Lopez will join Kit Hoover and Scott Evans as host of 
both Access Hollywood and its daytime counterpart, Access 
Daily (formerly Access Live). Lopez takes over the spot left 
by Natalie Morales, who exited the program in April.

ACCOUNT ACTION
  Mattel has retained Publicis Media’s Spark Foundry 
as its media agency of record in the U.S. following a global 
review that began in the first quarter of 2019, Ad Age 
reports. People familiar with the matter said Mattel also sent 
its media planning and buying duties in Canada to Spark 
Foundry, which competed against Interpublic’s UM in the 
global pitch. Carat was the incumbent in several of Mattel’s 
markets including Canada, but it’s unclear if the Dentsu 
Aegis Network media agency competed to defend.
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Seth Meyers

Bummer camp: When 
your parents send you 
away to summer camp 
so they can iron out the 
details of their divorce.
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CTA: U.S. CONSUMER TECH SALES TO TOP $400B
  The growing popularity of streaming services, artificial 
intelligence-enabled emerging devices and in-vehicle 
technology will help drive the U.S. consumer tech industry 
to a record-breaking $401 billion in retail revenues in 2019 
– 2.2 percent growth year over year – according to a new 
Consumer Technology Association report.
  The midyear edition of CTA’s flagship, biannual U.S. 
Consumer Technology Sales and Forecasts report reflects 
U.S. factory sales to dealers for more than 300 consumer 
tech products and related software and services.

  The CTA says after two years of record 
revenue and unit sales for the massive 
TV category, sales will start to taper off 
this year, as LCD shipments decline and 
upgrades from 4K Ultra High-Definition 
(4K UHD), 8K UHD and OLED sets grow. 
TVs remain the centerpiece technology 
in many American homes, CTA says.
  Overall, the total TV category will ship 
38.8 million units in 2019 (+1%) driving 
$21.4 billion in revenue (-9%) – following 
a better-than-expected year of sales in 

2018. Upgrades will be driven by big screen models and 
sets featuring 4K UHD resolution and HDR technology. This 
year 4K UHD sets will account for 17 million units (+7%) and 
almost $15 billion in revenue (-9%).

THIS AND THAT
  Nielsen is moving its core National Television Audience 
Measurement processing from traditional on-premise servers 
to Amazon Web Service’s cloud-based infrastructure. 
FierceVideo says the shift is part of an ongoing initiative 
aimed at altering the technology infrastructure Nielsen uses 
for its products and services... Netflix undershot its own 
guidance for net added subscriptions in the second quarter, 
blaming its content slate and other variables rather than new 
competition or U.S. price hikes. It delivered 2.7 million new 
subscribers, well short of its own forecast for 5 million and 
the 5.5 million it added in the same period of 2018. U.S. 
subscriber growth, notably, was flat. The streaming giant now 
has 151.6 million subscribers around the world.

7/18/2019

Sam Kinison

If I get married again, I 
want a guy there with 
a drum to do rimshots 

during the vows.

TUESDAY NIELSEN RATINGS - LIVE + SAME DAY

REPORT: ORIGINALS WILL EASE NETFLIX’S PAIN
  MoffettNathanson is the latest firm to suggest that Netflix 
won’t be badly hurt by the pullback of popular TV shows by 
major media conglomerates, Multichannel News reports.
  According to a report on the SVOD business, 
MoffettNathanson said only four of the top 20 most popular 
shows on Netflix come from outside suppliers. The top seven 
series, including Nos. 1 and 2 Orange Is the New Black and 
Stranger Things, are Netflix original series.
  Two of the top 10 shows on Netflix, The Office and 
Friends, will be yanked back by their respective suppliers, 
NBCUniversal and WarnerMedia, at the 
end of the year, to be exclusively deployed 
in new streaming services.
  But the general consensus among 
analysts is that Netflix’s multi-billion 
investment in originals has largely offset 
the threat posted by Disney+, HBO Max 
and Comcast’s upcoming OTT service.
  “While Friends and The Office remain 
top shows, Netflix has aggressively 
invested in original, destination content 
to grow user engagement,” report author 
Michael Nathanson wrote. “The risk of losing high-quality 
comfort content is misunderstood. Library content won’t kill 
the Netflix U.S. subscriber story. However, it will force them 
to continually spend on riskier, high-profile concepts, market 
their shows more aggressively, and allow competitors to copy 
Netflix’s initial approach in building out their own services.”

CBS/VIACOM TIE-UP WOULD BE AN AD MACHINE
  If a merger of CBS and Viacom happens, the combined 
entity would earn the largest media share of U.S. national 
TV advertising dollars — as well as cross-platform media 
platforms, Television News Daily reports.
  Standard Media Index says a merger would give CBS/
Viacom a 20.2 percent share of national ad revenue when 
looking at the 2018-2019 October to May TV season-to-
date Nielsen data. This would top NBCUniversal (18.4%); 
Disney-ABC Television (16.4%); Discovery (9.9%); 
WarnerMedia (9.8%); and Fox Corp (9.4%), with others 
collectively at 15.9 percent. SMI data leaves out the Super 
Bowl February 2019 results on CBS.
  For many, the bigger news might be where a CBS/Viacom 
combination would yield the biggest share of cross-platform 
advertising dollars. When looking at major brand advertisers 
spend on cross-platform media — via major media holding 
groups’ buying agencies — SMI says a CBS/Viacom deal 
would claim a 11.5 percent share, besting Walt Disney 
(10.5%); Google (10.4%); NBCU (9.4%); WarnerMedia 
(5.1%); and Facebook (4.9%), with others totaling the 
remaining 48.2 percent.

DONE DEAL
  Jim Mannix has been named vice president and general 
sales manager at WAGA Fox 5 Atlanta. He replaces Sant 
Perez, who retired last month. Mannix previously served as 
a local sales manager for WFLD-TV/WPWR, the Fox owned-
and-operated station in Chicago. Prior to that, he was the 
New York national sales manager for WTTG-TV/WDCA-TV 
in Washington, D.C. Mannix holds a Bachelor of Arts degree 
in psychology from Hofstra University.


